A common concern, and indeed a major driver, of new, multilayered approaches to studying linguistic diversity seems to be a desire to problematize and reframe the notion of a macro-micro hierarchy. In this article, I argue that examining interactions in nontraditional domains, in this case the domain of marketing, can o¤er valuable insights into the nature of macromicro relationships. The article begins by describing a number of such relationships and interactions that occur in the marketing domain before going on to focus in detail on one advertising campaign by a global brand (Carlsberg) and its interaction with national and global macro-micro relationships in terms of linguistic diversity in the Irish context.
Introduction
Increasingly eclectic and interdisciplinary methodologies in sociolinguistics, informed by anthropological, ethnographic, and narrative accounts (cf., for example, Heller 1999 and Ja¤e 1999) and the realization that domains, levels, and actors are not easily delineated from each other, as recognized explicitly for example by nexus analysis, scale, and discourse approaches (Scollon and Scollon 2004; Blommaert et al. 2005) , have been hugely influential in revisiting ways of doing sociolinguistics. Another major impetus for driving forward new ways of understanding the relationship between social structures and language(s) on the one hand, and between individual language practices and language change on the other, has been the need to make sociolinguistics fit to cope with the impact of globalization on traditional social structures and on language practices (Coupland 2003) . A further imperative for rethinking hierarchical and structural relationships, such as the macro-micro distinction, is the growing interest in what can, fairly uncontroversially, be termed nontraditional domains of interest and inquiry in sociolinguistics such as marketing and advertising (cf. Kelly-Holmes and Mautner forthcoming). It is di‰cult to fit the marketing domain to the received paradigm of the macro-micro hierarchy and harder still to delineate sociology of language-type concerns from micro-level linguistic analysis when examining this relationship. Nonetheless, the role of processes such as marketing in contemporary society and in globalization, together with the fact that they are often an ideal site for attempting to understand the macromicro interaction of local, national, and global forces, means they are a key site for problematizing and reframing established paradigms.
While there are increasingly models, as highlighted above, which are arguably more ''fit'' for examining marketing and global media interactions, macro-micro hierarchies can and do still exist, superimposed on more hybridized or amorphous complexes (Blommaert 2007) . A key challenge, it seems to me, is to maintain a focus on both aspects-the macromicro structure and the moment of observation where this intersects together with a multiplicity of actors and texts-and insights from a nontraditional domain for sociolinguists, such as the marketing domain, may be helpful in this.
In this article, I would like to examine multilayered macro-micro interactions in the marketing domain, with particular reference to the issue of language policy. I begin by describing a number of di¤erent macro-micro language policy relationships and interactions that occur in the marketing domain, before going on to focus in detail on one advertising campaign by a global brand (Carlsberg) and its interaction with national macromicro relationships in terms of linguistic diversity in the Irish context. The common thread here is the advertising text: how it intersects with, uses, and is positioned in macro-micro hierarchies. The overall objective is twofold: on the one hand, to show the value of using multiple sites and nontraditional domains in examining sociolinguistic processes, as a contribution to the developments outlined above; on the other to examine the validity of the macro-micro hierarchy in the marketing domain in an attempt to problematize and reframe it, again as a contribution to this move within sociolinguistics, with insights gained from this domain.
The complexity of macro-micro language policy interactions in the marketing domain
Management theorist Peter Drucker (1974) defines marketing as encompassing ''the whole business seen from the point of view of the customer.'' For sociolinguists interested in understanding the dynamics of linguistic interactions in the marketing domain, their area of concern would encompass the whole business of selling and buying in linguistic terms as described or experienced by the customer. While, on the one hand, I think it is useful to attempt to identify and delineate a domain called marketing, on the other hand I am aware that this is a somewhat artificial exercise. Fairclough (1992) and others have pointed to the ubiquity of the market and its texts in our everyday lives, making it di‰culty to identify particular events, encounters, etc., as specifically marketing ones, since they are also at the same time part of many other ''domains'' in our lives. As Blommaert (2007) points out in relation to linguistic repertoires, it is often hard to say (and pointless or even mischievous to attempt to say) that a text or speech act is in one language or another when it actually reflects hybrid practices. As we see below, an advertisement has multiple sites, multiple meanings, multiple uses and involves multiple actors. Keeping all of these concerns in mind, it still does seem useful to me to focus on a notion of the marketing domain, since encounters, texts, speech acts in this ''domain'' share a common origin and objectivenamely, the business of selling and buying When we start looking at and trying to get to grips with macro-micro connections and relations in the marketing domain, we begin to see that there are any number of ways of looking at these and that there is not really a straightforward macro-micro hierarchy in the marketing domain but a much more complex one (as has been recognized for example by Monica Heller [2003] and Jan Blommaert [2003] in relation to other globalizing agents). For example, large corporations, multinational companies, etc., are identified by many authors (e.g., Elana Shohamy 2006 and Robert Phillipson 2003) as being powerful agents of top-down, overt and covert, explicit and implicit policy mechanisms, and they would seem to align with macro agents such as governments, international agencies, etc. One di¤erence (not just that of motivation/intention) between corporate and other macro agents, highlighted by for example Elana Shohamy (2006: 40) , is the idea that, ''in the marketplace, it is the buyer who determines policy, for a seller depends on being able to communicate the qualities of the items he or she is selling. In a governmental setting it is the bureaucrat who is able to decide what languages he or she is prepared to understand.'' While this is partly true, I think we sometimes assume a dialogic quality to marketing that is not always present, and also, it seems to me that the role of the buyer in determining in a direct or indirect way the language practices and policies in the marketing domain depends to a large extent on the economic power of and choices available to the particular buyer.
If we keep the concept of the marketing domain as our primary area of interest, the business of selling being the common denominator here, then it is hard to see who the micro agents are in this context and how their practices are a¤ected or directed in any straightforward way by the policies and practices of any macro agents. We could imagine situations in which the micro agents might be employees, consumers, other unrelated smaller companies, subsidiaries, or franchises of particular macro agents, etc., but it is only really in the case of employees and subsidiaries/franchises that there is a direct top-down relationship. Furthermore, what we might conceive of as macro and micro levels or processes in one context might have an entirely di¤erent relationship to each other in another context. For example, a macro-micro relationship might develop through a type of normativity that arises from consensus around practice. Here we could see the macro as the sum of micro. So, the combined language practices of individual micro agents such as companies add up to a macro-level policy or the perception of a macro-level policy (for example, the use of English as the language of global business), which is in turn adopted by others.
In addition, the practices of individual agents can be simply copied by other agents and this becomes a type of policy and provides the guiding norms for other businesses. For example, the Irish-owned European airline, Ryanair, could be seen to have gained the status of macro-level language policy agent among airlines through its provision of multilingual options on its website, which has since been copied by other budget airlines. Also, McDonald's thematizing of multilingualism in the form of a graphic in its ''i'm lovin' it'' campaign was copied by Burger King in its multilingual ''have it your way'' graphic. German car maker Audi's use of the ''Vorsprung durch Technik'' slogan has influenced many other German brands to use fetishized German in their slogans, such as Volkswagen's ''Das Auto'' (cf. Kelly-Holmes 2005 for a discussion). The key point here is that the ''macro'' nature of the relationship is indirect and only exists through size, influence, dominance, and success rather than being realized through o‰ciality or threat of sanction. Nonetheless, as Schi¤-man (1996) points out, nono‰cial, de facto language policies can have the same impact as, and sometimes a greater impact than, o‰cial ones.
Another dimension to the macro-micro relationship in the marketing domain is in the conception of language. Elana Shohamy (2006) points out that language is encoded in a ''fixed'' and ''narrow'' way by macrolevel agents for policy and planning purposes, whereas at an individual, micro level, we can see that language practice is ''open personal and dynamic.'' She points out that ''many of the battles to exercise control over the language space' ' (2006: xv) are the result of a clash between these two realities and a refusal on the part of macro-level agents and authorities to recognize this fluidity, since it goes against their interests in terms of ''using languages for categorising people, creating group memberships, identities, hierarchies and a variety of other forms of imposition' ' (2006: 1) . In the marketing domain, however, one agent, e.g., a company, can seamlessly accommodate both notions of language within its overall policy and practice.
For example, if we look at Japanese carmaker Toyota's Belgian Web site (see Figure 1 ), we can see the flexible, dynamic, broad notion of language in the form of play and mix in the use of an English slogan by a Japanese company, ''Today, Tomorrow, Toyota,'' sitting side by side with the narrow, fixed notion of language as categorizer in the strict Figure 1 . Toyota's Belgian site delineation of visitors to the site into the two main o‰cial language groups in the country (French and Flemish), using the territoriality principle. This kind of categorization makes being the speaker of an allochthonous language in Belgium, such as Arabic, or being a speaker of an autochthonous language in Belgium, such as German, or being a speaker of English, the language with the ultimate international currency, invalid according to this Web site. Belgians speak French or Flemish. Multilingualism is conceived and represented here as parallel monolingualism for users of the site, although multilingual or heteroglossic play is permitted with English.
Monica Heller (2003: 473) has identified contemporary tensions in the global economy ''between state-based and corporate identities and language practices, between local, national and supra-national identities and language practices, and between hybridity and uniformity.'' In interacting with macro-level policies from other domains such as the o‰cial one, marketers may adopt a strict interpretation of top-down language policy (as we saw with Toyota's Belgian site), or they may opt for a market text that appears to reflect bottom-up practices of micro-level actors that in turn may subvert or challenge these top-down policies. Unlike actors in other domains, primarily governments and their agents, it is possible for actors in the marketing domain to adopt both approaches simultaneously, as for instance Liz Martin's (2006) work on French advertisers working within and around the provisions of the Toubon legislation has shown. A recent ad for Carlsberg lager on Irish television and responses to the ad illustrate well the complicated nature of this interaction, and it is to the analysis of this that I turn in the next section.
Macro-level language policy and commercial actors: the case of Carlsberg
In the television advertisement, three young Irish men arrive in a bar in Rio de Janeiro, and are encouraged-perhaps even harassed-by their hosts (who speak English to them) to ''do something Irish''. This need to verify or authenticate their identity surprises and shocks them, as the Irish accent in English, a key marker in the Irish context and with other firstlanguage English speakers, is, in this context, scaled down (Blommaert et al. 2005; Blommaert 2007 ) and devalued as inauthentic. After a brief consultation among themselves as to what they can do to prove their Irishness and authenticity, they agree on a strategy and one of the group begins to recite stock phrases and random words associated with school Irish (''May I go out to the toilet''; ''I like cake''; ''And a fox''), his friend telling the gathering that this is a poem in ''our native Irish tongue''. He then goes on to relate more meaningless phrases and words: the name of an attractive Irish-speaking female television presenter (Sharon Ní Bheoláin); ''I'm wearing a jumper''; ''There's a cloud in the sky''. In response to his passionate rendering of ''Give me the cake'', the transfixed crowd repeat ''cake''. At this point, the Carlsberg ''voice'' interjects with the current slogan ''It's not A or B, there's probably C'', and switches to an image of a glass of the lager. Finally, we return to the bar to see that ''doing something Irish'', in this case speaking Irish in this context, has made the young Irish man the most popular man in the Brazilian bar, and in the final shot he is pictured dancing with an attractive woman, who demands that he ''speak more Irish''. Now in full stride, his original hesitancy forgotten, he fluently responds with the meaningless string of words ''quiet, road, girl, milk''. Here is a transcript of the advertisement. 1
(1) Ciú nas, bó thar, cailín, bainne ['Quiet, road, girl, milk'] This text from the marketing domain represents a highly controlled, market-specific genre which in turn reflects minute attention to language choices and combinations-dictated by the cost of prime-time television advertising. The advertisement interacts with macro-level o‰cial and education domains in Ireland and individual micro-level experiences of these domains to create a humorous piece of language and identity play aimed at the speech community that is the origin and object of the overt macro-level policies of the o‰cial and educational domains. A further layer of complexity is added by the fact that a global brand such as Carlsberg has the status of a macro agent. In o‰cial terms, Irish is the first o‰cial language in Ireland. However, as has been well documented in this and other journals (for an overview of the issues and the current sociolinguistic situation of Irish, cf. Ó Riagáin 1988; Ó Laoire 2005 Ó Laoire , 1995 and Mac Giolla Chríost 2005) , the reality of everyday usage and what could be termed ''real world'' status is rather di¤erent. Irish is privileged in certain o‰cial domains, in particular the educational domain, through the operationalizing of an acquisition policy which had its roots in the attempt by the newly independent state to make Ireland monolingually Irish speaking. The policy has changed and adjusted over the decades since independence from the United Kingdom in the 1920s, and a monolingual Ireland is no longer an objective of the policy, with bilingualism favored instead. However, the low level of fluency achieved by the majority of L2 learners in schools, which is the primary means of achieving this bilingualism (along with regionally targeted support for L1 speakers in Gaeltacht communities), is frequently the source of public debate and discussion.
The ad is bilingual, bilingual here being interpreted as mixing Irish and English rather than parallel or strict bilingualism, as in the Toyota Web site which represents parallel monolingualisms reinforcing the territoriality principle. As part of its remit in relation to the Irish language and its role as an agent of o‰cial language policy, the Irish national broadcaster, RTÉ , o¤ers discounts for ads which use some Irish. However, far from being an example of a direct response to macro-level social planning, I would argue that the ad is not complying with this particular overt policy, nor does it seem to be aimed at providing first-language speakers and those who use Irish as their main language of communication with advertising in the language. In many ways, the ad's only interaction with o‰-cial policy seems to be to mock it and criticize it and juxtapose the status of Irish as ''our native Irish tongue'' with the young men's very basic level. It seems in a sense to be acknowledging and playing on what for some is the failure of o‰cial policy to revitalize the language and make it an everyday language of communication in Ireland, highlighting instead the symbolic role that the language plays in identity which for many is greater than its instrumental role, as pointed out by Edwards (1985) and others.
Again, too, the ad's interaction with macro-level acquisition policy seems to be humorous since the protagonists, rather than being able to speak freely in the language, can only recite stock phrases in Irish (''Can I go to the toilet''; ''There's a cloud in the sky'')-and in the last sequence individual words (quiet, road, girl, milk)-that relate meaninglessly to each other, and this alludes for many to language learned for the oral Irish state examination rather than for use in everyday life. However, the use of this ''imperfect language,'' in the context of an ad for a global brand, can be seen perhaps to legitimize, within this domain at least, this particular type of ''less than perfect'' bilingualism. The ad further interacts with o‰cial policy in the sense that it relies on it for its success and could not function without the acquisition policy of the Irish government as implemented through the education system. Thus, this particular market text in a rather complicated way shows the successes and failures of top-down macro sociopolitical policy (as identified by Ricento 2000) , while at the same time exploiting and interacting with it. This is a brand that is in on the joke of what the overt policy really means in practice in this particular linguistic culture (Schi¤mann 1996) , and its message depends on collusion between the brand and the speech community about this, at the expense of o‰cial language policymakers and their agents and outsiders. As Alexandra Ja¤e (2000) and Kathryn Woolard (1987) have shown in other contexts, and Kelly-Holmes and Atkinson (2007) in the Irish context, linguistic play, humor, in this particular case commercially driven, can provide insight into the complexities of attitudes, ideologies, and practices in speech communities.
Talking about macro and micro-Carlsberg, Irish, and YouTube
To the multilayered connections between macro-level language policy, micro-level experiences of it, a global brand, and the language choices of an advertising campaign, another dimension or layer needs to be added to our analysis. The advertisement was posted on the YouTube video site (see Figure 2 ) and has to date attracted 84,151 viewings and 298 comments (available at http://www.youtube.com/watch?v=DTNBmFveq2U, verified on 22 January 2009).
I would now like to look in more detail at the comments posted on the youtube.com site. In particular, I want to show how macro-level language policies in relation to Irish (status policies and acquisition policies) and individual experience of these at a micro level are discussed and how this text from the marketing domain enables this to happen. In the comments posted on youtube.com, the advertisement acts as a facilitator of and stimulus for individuals to discuss macro-level language policy in Ireland, and, in particular, their experiences of it.
One of the themes running through the comments, for example, is a fairly essentialized notion of language, culture, and identity-as Extract (4) puts it ''a country without a language is a country without a soul''. Macro-level status planning makes Irish ''our native tongue''. However, like the ad, the individuals commenting on youtube.com realize the imperfect implementation of the policy, which ''makes us look like idiots'':
(2) i hate this add, it makes us all look like idiots who cant speak our own langage.
(3) If this is the true case with Irish people, then why did we ever bother seeking freedom from the British Empire?? After hundreds of years of brutality for using our own language and then we just go and speak their langauge!!! Sorry but don't understand it! If you want your true Irish identity, then learn your own language first! Figure 2 . Carlsberg advertisement on youtube.com (4) Tír gan teanga, tír gan anam! (a country without a language is a country without a soul!)
Many individuals explicitly identify with the practices of the men in the ad, even though these are scripted and staged and used by a brand with macro level reach and power to increase that reach and power-thus enhancing the idea of a brand that can identify the point of intersections between macro and micro as experienced by individuals. For example: In my primary school we had to ask this every day. if you said it i mberla you wouldn't be allowed to go. ['in English'] In response to an individual who suggests the advertiser should have added subtitles so that non-Irish people could understand the ad, the respondent argues that subtitles would not be much good because these people would still not understand that the ad is funny because it reminds people who went through the Irish school system of what they were forced (by macro-level policies) to learn in school:
(10) well subtitlles wouldnt be much use because non irish peeps still wouldnt get that they are saying basic stu¤ that ur made learn in primary school
Many of the comments discuss in explicit terms the e¤ectiveness of macro-level policies and interventions, in particular the perceived failure of the acquisition policy to lead to fluency and usage among the majority of L2 speakers:
(11) Yup, and that's about it. Just generic phrases you pick up after nearly 12 years learning Irish.
(12) its sad that this video basically summarises the average persons grasp of Irish most of us have been learning it for 14 years! (13) I have no grasp of the language, but if this is a fair representation of the quality of the ability the the general population has after taking the language throughout your whole schooling, it's pretty sad. Out of high school I had been taking Spanish for only 5 years and my Spanish was way better than that.
Finally, one comment explicitly links the micro-level practices of the posters using Irish in the comments to the advertisement and back again to the macro level of Irish language acquisition policy and educational policy, tracing a direct link of blame from one down to the other:
(14) It's a good ad, and the quality of Irish in the comments is appropriately atrocious. The education department think it's sweet that people can string up technically legible attempts and like to overlook how it is being bloody slaughtered.
Extract (15) shows how, in this multilayered and highly complex interaction between marketing and o‰cial domains, phrases that were once associated with negative micro-level experiences of macro-level policies can become a positive badge of identity and at the same time a product. The post tells us that tops are now on sale in the Irish-speaking Gaeltacht area of Co. Galway with the stock phrases and random words from the ads printed on them:
(15) In Spiddel (not sure of the spelling) in Connemara you can buy jumpers that say 'Tabhair dom an cáca milis' on the front and ['Give me the cake'] 'Ciú nas, bó thar, cailín, bainne' on the back. They're @39 though. ['quiet, road, girl, milk'] Before we get too carried away here, we need to remember that this is all about selling more beer. Coming back again to our original definition of the marketing domain, what is experienced by the viewer of the ad is an ''authentic'' brand that is in tune with the speech community, which is not guided by the policies of macro agents in this particular market text. Rather than reinforcing macro-level policies, the decision to adopt Irish in the ad tends to challenge them, by opting for heteroglossic practices on the ground which in turn feed on and create new norms and expectations among consumers and policies among advertisers.
Conclusion
It would seem then that there are any number of varying macro-micro interactions and relationships in the marketing domain. We can see macro as something cumulative, as the sum of the practices of micro agents, which assumes through normativity a macro-level status; we can see macro as a status being a¤orded to agents through influence, reach, size and dominance rather than legislative or civil societal structures; we can see businesses acting as individual (micro) level agents who are subject to, or who accept, or form part of the sphere of influence of more established macro agents of language policy; and we can also see them doing the reverse, imposing and acting as macro-level agents equal in power to and overriding these other agents; we can see marketers as proactive and reactive, as both norm-reinforcing and norm-challenging; we can see macro-level global brands with the ability to play with language and produce new and hybrid, heteroglossic forms, while at the same time enforcing and reinforcing a rigid conception of language and of speakers, with a desire to control and categorize on territorial bases rather than in relation to the sociolinguistic particularities of micro-level individual agents.
One challenge is to draw all of these diverse and random examples together into a coherent model of macro-micro interactions in the marketing domain. The challenge derives from this very diversity and randomness. What is clear is that macro forces are at work in the marketing domain-forces which can be characterized as national, international, global, large-scale, extensive, economically powerful, overt-forces that seem greater than the individual or micro-level actor who can be seen to be characterized as individual, local, small-scale, economically less dominant or powerful. It would be naive and nonsensical to dismiss or try to relativize or downplay these forces. But, their impact on or interaction with, or power over, or subjection to other macro agents/forces in other domains and micro-level actors, seems unclear and unpredictable.
Yet another challenge is to identify the usefulness of such a hierarchy in this domain in terms of its ability to predict or pattern sociolinguistic outcomes of marketing decisions and vice versa, namely marketing decisions based on language policy and practice in other domains, in particular the macro level of o‰cial language policy. While it seems clear that the Carlsberg advertisement was not responding directly to overt language policy, it was using the consequences of that policy and the context created by the policy, however imperfect, as its playground. Put bluntly, without macro-level decisions about acquisition policy in Ireland, there would be nothing for Carlsberg to play with in this text. The case of the Carlsberg ad shows that analysis of multiple sites and interactions is necessary if we are to understand how macro-level policies and changes trickle down from a variety of actors in complicated, indirect, and far from linear ways. The ad links and responds to customers by trying to reflect bottom-up, heteroglossic, linguistic play, which then takes on the undisputably macro-level force of a global brand. How does this di¤er in origin from a government responding to bottom-up, micro-level actors and initiatives and how does it di¤er in terms of consequences? The multilayered, in-between domain of marketing highlights the necessity to constantly question and test established paradigms against everyday messiness when doing sociolinguistics.
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